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Source: Cisco annual survey; measured on a scale of 1 to 5 in fiscal years

10+ years of 
history—formally 
tracking customer 

satisfaction

Central part of 
Cisco’s culture

Customer 
satisfaction tied 

to the bonus plan

1997 20101998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2011

4.5

4.0
4.064.064.06

4.154.154.15

4.224.224.22

4.334.334.33 4.334.334.33
4.304.304.30

4.334.334.33
4.374.374.37 4.374.374.37 4.364.364.36

4.414.414.41
4.444.444.44 4.434.434.43 4.434.434.434.454.454.45
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Understand 
the business

VoC drives 
improvements

Best in class expertise 
and listening 
capabilities

VoC Engagement 
Model

Capitalize on Customer contact to drive relevant                                   
VoC back through the business, resulting in an unsurpassed Customer 

experience

Capitalize on Customer contact to drive relevant                                   
VoC back through the business, resulting in an unsurpassed Customer 

experience

Best-in-class listening suite:
� Experiential survey– CSAT
� Transactional survey– TSAT
� Survey dedicated to our website
� Custom surveys
� Text analytics– collecting actionable data
� Social media
� Unique survey architectures
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Total Customer 
Experience: 

The EMC Transformation

Jim Bampos
Vice President

Customer Quality
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Transforming Our Approach

Differentiate EMC from the competition

Add value beyond the products

Engage our employees, customers, and partners

EMC  embarked on a customer-focused, 
data-driven strategy: 

Defined the requirements

Created sustainable, repeatable metrics 

Built in accountability to the business



11© Copyright 2011 EMC Corporation. All rights reserved.

��������	��
���
�����������

���
��		��������
���	����������������	������������ 
���������	���	��
��	��	�	�����������������

	�������������	��
��	���������

CUSTOMER JOURNEY MAPCUSTOMER JOURNEY MAP

Unified Analytics Platform: predictive models to optimize business processes

Customer Metrics
KPIs for all key processes affecting the customer

Buying Deploying Servicing
Using

(Product)

Product Quality
Availability & Performance KPIs

Voice of Field
Customer facing feedback

Event Driven Customer Experience 
Transactional based on the journey phases

Customer Loyalty
Relationship based on overall experience 
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Sophistication of Intelligence

Standard 
Reporting

Predictive 
Modeling

C
om

pe
tit

iv
e 

A
dv

an
ta

ge

Financials

Voice of 
Customer

Product Quality

Customer Metrics

•Proactive vs. Reactive
•Risk Awareness
•Customer Impact Analysis

•Trends
•Root Cause Analysis
•Driver Impact Analysis

Improve the speed and quality of decision making to ensure insights are  
turned into both actions and measurable outcomes that drive higher 

performance



Karen D. Lim
Vice President, WW Software Support



Customer Success……

Service from the customer’s point of view



Enabling Lifetime Customer Relationships
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Customer Outcome Metrics



Results/Business Impacts

• Management buy in
• Collaboration

– Joint cross function initiatives

17

- YoY savings to reinvest
- Significant VOC improvements

Global 2011 YTD



The Insight Advantage
Ed Shepherdson
SVP, Enterprise Solutions
Coveo
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* Source: Toolkit: Calculator for Valuing Search in Your Enterprise, Gartner, October 2008
** Source: Managers Say the Majority of Information Obtained for Their Work Is Useless, Accenture Survey, 2007

Organizations are data rich but Insight Poor
� Number of information sources multiplied by 2.5 

within 10 years for average company
� 22% of knowledge worker’s time wasted between 

searching, assembling, & re-creating existing information*
� 42% of employees admit accidentally using the wrong 

information at least once a week**
� Cloud-based computing fuels the fragmentation
� The 3rd V of Big Data: Variety
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Information is fragmented 
into an overwhelming social and 
enterprise IT clutter, impossible to 
integrate
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Most companies 
have visibility into 
less than 25% of 
customer 
information

Most companies struggle 
to bring together 
customer, 
product, 
and project 
data from 
all sources

84% of executives believe 
that the inability to manage 
unstructured content 
effectively will impact 
their ability to serve 
customers efficiently.

From the Coveo Research-based Executive Brief:
“Barriers and Benefits: Unlocking Knowledge to Engage Customers”
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What happens when employees or customers 
cannot access the relevant knowledge they need 
given their context?

� Customers don’t convert into new sales
� Customer service is inefficient
� Engineering reinvents the wheel
� People waste time, cycle times are longer
� Operations are redundant
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Information is fragmented 
into an overwhelming 

social 
and enterprise IT clutter, 

impossible to integrate

Business Transformation Opportunity
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Unified Indexing Technology Enables
� Contextually-aligned information
� Multiple information channels comparison to gain insight and recommend best 

actions
� Quick access and mash-up multiple sources of information 

(per project, per customer, per product, per case, per topic, per expert, …)
� Content recommendation related to specific customer context for front-line staff
� Personalized navigation with cognitive filtering of information to gain insight
� Tracking trends on recurring issues with analytics across multiple channels

Enterprise 
Content

Enterprise 
Content

Social
Content
Social

Content

Unified 
Indexing & 

Text Analytics

Unified 
Indexing & 

Text Analytics

Insight 
Consoles

Insight 
Consoles

Insight Quadrant:
� Search & 

Navigate
� Consolidate
� Correlate
� Analyze

Connectivity to:
� KB & Wikis
� CRM & Case 

Mgmt.
� Emails
� Intranets

Connectivity to:
� Communities
� Blogs
� User forums
� Twitter
� Facebook

Unified indexing
� Secure & near 

real-time indexing
� Information 

normalization
� Mash-ups

Extraction and 
Normalization of:
� Named entities
� Themes
� Sentiments
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Information, Knowledge, Insight: different 
concepts

People

�
Experts with 

knowledge, social 
or information 
permissions

Data

�
Facts, numbers 

or individual entities 
without context or 

purpose

Information

�
Data that has been 

organized to aid 
decision making, 

structured 
or unstructured

�
Human capacity

to take effective action
in varied or uncertain 

situations

Knowledge

1Finding and 
linking all the 

key information
2Identifying 

all the key 
people

Insight
Ability to efficiently gain

� the knowledge necessary 
to take the next best action
[cognitive filtering]

�
Tapping into ALL 

the enterprise 
information and 

talent ecosystem

“Clients tell Gartner than anywhere 
from 20% to 80% of searches 
conducted in their systems appear 
to be for people instead of 
documents.”

Jan. 2012 – analyst Whit Andrews

“Many organizations 
confuse knowledge vs. 
information and look at 
knowledge as an IT and 

systems issue.”  
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Managing the customer experience is 
about being relevant for every 
customer, every time.
CRM alone [nor does PLM or KBs…] does not achieve the 360º view of the 
customer.

The insight that customers and agents need about your customers, products, 
projects and people resides in many disparate syste ms, even social media.

Web
Content

Databases

Email/Chat/IM/
Transcripts

Wikis &
Collaboration

ECM/
Documents

Telephony
& Help Desk

CRM &
Ticketing

Knowledge
Bases

Social 
Content

Online 
Communities

Product 
Lifecycle 

Management

Detailed product or engineering 
information

Resolved tickets 
with similar symptoms

Experts on 
similar issues

Relevant articles 
on tangential issues

Other customers 
with similar context

Consolidated 
communications

Customer comments, 
likes, complaints

Extended product or 
supply-chain  information

Expertise within the 
customer community

Adaptive 
Content 
Delivery
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Coveo transforms every business by 
delivering actionable insights into the 
relevant information every employee 
and every customer needs

360� knowledge about customers, products and projects
available to everyone, every time, from any app!
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Jim Bampos
VP, Customer 
Quality

Karen D. Lim
VP, Worldwide
Software Support

Curt Hill
VP , Technical
Support  Services

Ed Shepherdson
SVP, Enterprise 
Solutions

Sam Klaidman
VP, Service
Strategies Practice

james.bampos@emc.com
508/249-2180

chill@cisco.com
408/526-5707

karen.lim@pb.com 
518/285-7653

eshepherdson
@coveo.com 
613/292-2627

sklaidman@
omegascoreboard.com
978/715-2938
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The next BCFL webcast is July 31, and will explore the role 
played by competitive analytics and business intelligence in 
gaining actionable insight from customer data collected. 


